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INTRODUCTION 
The Fore Good Group awarded Livewired PR with its Public Relations account in 2008. We were tasked with intense strategic 
objectives including perception and crisis management, partnerships, corporate and social responsibility in addition to significant 
results targets.  

OBJECTIVES  
Our key objectives were to focus on channel and shopper satisfaction, displaying real category captaincy (leading by example), 
lower reliance on traditional media and high-end sponsorships, increased focus on the Equal brand and a key driver -  a 
consummate and intense positive advocacy approach (health and safety). 

CHALLENGES  
• In 2007 the sweetener category in certain channels was stagnating and fighting shrinking shelf space  

• Unfounded rumours of the product’s safety was under the spotlight  

• Huge objectives set without the support previously gained from leveraging PR with heavy sponsorship investment of 
fashion events which saw Canderel win the PRISA PRISM Gold & FMCG Gold in 2007 

STRATEGY 
As aspartame and sweeteners are widely used in a myriad of products, one of the stipulations from international was that we 
could not tackle the issue head-on, although the brands were clearly affected by the negativity. Livewired’s key approaches were 
relationship marketing/communications with trade, consumer and health professionals in addition to positive advocacy (building 
perceptions) through partnerships, corporate social responsibility and media relations. A decision was taken to address the 
safety issue through positive association.   

VEHICLES 
- Strategic Counsel   - Market Research   - Media engagement programme 
- Content development & Editorial - Media relationship building  - Lobbying to interest groups 
- Positive advocacy programme - Pink Link Breast Cancer alignment - Diabetes SA alliance 
  
RESULTS 
-Total press exposure value of R25 Million   - Negative exposure contained  

- Won 2009 Gold PRISM award in Consumer PR category  - Equal grew over 9% in value & 8% in volume  

- Canderel maintained value share     - Aspartame queries fielded by call centre dropped by over 40% - 
- Sweetener category decline halted with the number of sweetener users on a nominal growth curve after 4 years of decline 
(Target Group Index) 

 

 



	
   	
  
	
  

	
  

	
  

	
  



	
  


